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Abstract	  
This research investigates the concept of Corporate Social Responsibility and 
Branding and how organizations can integrate CSR initiatives with strategic brand 
management. The project analyzed and discussed Toms Group CSR activities in West 
Africa more especially in Ghana in relation to child labor and the conditions of cocoa 
farmers and what the company is doing in terms of CSR strategy that can benefit the 
brand of the company. 
The study empirically made semi-structured interviews with the CSR manager as well 
as some cocoa farmers in Ghana. Also, quantitative in the form of an online survey 
was conducted. The study revealed a disconnect between what Toms and the western 
chocolate companies claim to have been doing with respect to CSR and what actually 
get to the cocoa farmers and their communities. The analysis of the interviews with 
cocoa farmers shows a clear need of transparent CSR issues in the way in which 
cocoa trading companies source raw cocoa. This is visible in the language that cocoa 
farmer use. Applied CSR issues could help to raise awareness of Western customers 
to issues of how cocoa is farmed, harvested, sold, and distributed. 
 Investing in CSR coupled with strategic brand management ensures strong brand 
identity, which in turn leads to strong brand awareness and improved brand image. 
Strong brand awareness and improved brand image ensures sustained sales and 
profitability and thereby long term survival of companies. 
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Abstrakt 
Dette Projekt undersøgelser og forklarer hvordan organisationer kan integrere 
kooperativt socialt ansvar (CSR) initiativer med en strategisk markedføring og 
lederskab. Projektet analysere og diskutere Toms gruppens CSR aktiviteter i vest 
Afrika, helt specifikt i Ghana i relation til børnearbejde og forholdene for kakao 
landmændene  samt hvilke CSR strategier og tiltag firmaerne udfører som kan 
tilgodese og forbedre markedføringen af firmaerne. Det empiriske studie er baseret på 
semi-struktureret interviews med blandt andet den overordene leder af CSR samt 
nogle af de ghanesiske kakao landmænd i Ghana. Ydermere indeholder projektet 
kvantitative undersøgelser foretaget i form af online-spørgeskemaundersøgelser. 
Studiet afslører en tydelig uoverensstemmelse mellem hvad Toms og de vestlige 
firmaer påstår at have udført i forhold til CSR tiltag og det reelle udbytte som kakao 
landmændene og deres samfund har modtaget. Analysen af de pågældende interviews 
med kakao landmændene udviser et tydeligt behov for gennemsigtighed af måden 
hvorpå CSR problematikkerne og handelsfirmaer og kilder håndterer den rå kakao 
handlen. Dette viser sig synligt i måden hvorpå kakao landmændene udtrykker sig på. 
Anvendelse af CSR spørgsmål ville kunne hjælpe med at bringe opmærksomhed og 
fokus på vestlige kunders  problemstillinger vedrørende hvorledes kakao er opdrættet, 
høstet, solgt og fordelt. Investeringer i CSR med strategisk markedsføring lederskab 
sikrer stærkt markedføring identitet, hvilket udleder mere fokus og forbedring af synet 
på markedføring sikrer vedvarende salg og gavnlig med en længrvarende overlevelse 
af firmaerne.
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1.	  Introduction 
Corporate social responsibility (CSR) increasingly has become important issue in 
today’s businesses. The concept has become a major focus of interest for corporate 
managers, governments, activists and the media, especially the social media. It has 
emerged as an inescapable priority for business leaders in especially the western 
world. In a time when brands constantly seek to differentiate themselves, CSR has 
become a strategic branding tool that companies can use to generate and build a 
trusting relationship between brands and consumers. A brand signals a company’s 
identity to its targeted markets and CSR has become an important conduit in getting a 
brand message to consumers. Brand management and CSR have become intertwined 
in recent years since companies that position their brands and closely link them to 
their CSR activities enhance their image. Du Bhattacharya and Sen, (2007b), assert 
that a brand that position itself on CSR by integrating its CSR strategy with its core 
business strategy displays the most committed and consequently is more likely to 
capture consumers’ loyalty (Loken et al 2015: 99).  
One of the most important drivers for CSR today is the gap between perception and 
business reality. The public expectations for companies to act in society’s best interest 
has increased whereas the perception of companies acting in society’s best interest 
has declined. This has created a situation in which trust in business is gradually fading 
away. This gap is an indicator of misalignment between image and identity, thus in 
order to avoid this gap, companies are to strategically incorporate their CSR 
engagement into both internal and external brand stories.  
From a brand owner’s perspective brands are seen as going beyond a marketing 
context and becoming ambassadors for the branded product or service. They represent 
what the organization stands for. Brands are thus under constant pressure to deliver 
greater returns to their investors, to take responsibility for employees’ morale, the 
environment and wider communities. Linking CSR to branding is based on the 
assumption that CSR, as a branding tool, will evoke positive consumer attitudes 
towards the brand, and that these attitudes will create a more positive image, which 
will lead to a purchase decision.  
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Over the last decade Toms has engaged in several initiatives in relation to fighting 
child labor in its supply chain1. The widespread use of child labor on the cocoa farms 
in Ghana and West Africa in general is mainly due to poverty and ignorance on the 
part of the farmers. Companies implicated in human rights disputes often see their 
reputations and brand images suffer, sometimes resulting in the loss of share value, 
increase of insurance costs, as well as lawsuits, or consumer boycotts.  
Problem statement 
In order to analyze Toms’ efforts in implementing CSR within the business and 
human rights discourse to build trust in their brand and company, the project seeks to 
shed light on how strategically integrated CSR can be used as a branding tool as a 
way of dealing with poor living conditions and the practice of child labor in cocoa 
communities in Ghana and West Africa in general. How can Toms brand itself as 
responsible, caring business amidst the criticism of sourcing its cocoa bean using 
child labor? There is growing evidence that good practices enhance image, since 
branding is as a result of all that a company does, in terms of product offering as well 
as operating practices and behavior assumed in a competitive environment, the 
following research question has been developed: How can Toms Group use CSR as 
part of its branding tool effectively? 
Furthermore the following working questions will guide this project and help answer 
the research question:  
1. How does brand literature define the relation between CSR and brand 
management?  
2. How could the brand Toms use CSR activities to address some of the current 
challenges of West African cocoa farmers?  
3. How do CSR, FAIRTRADE, and Brand issues influence decisions of chocolate 
consumers? 
4. What should an average Danish consumer consider first when buying 
chocolate-products? 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  see	  Toms	  group,	  http://tomsgroup.com/baredygtighed/	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Background 
The background of the study outlines the basis of the research project. Here the 
general overview of the cocoa industry in Ghana and Toms are presented. 
 
The	  Global	  cocoa	  market	  
The total production of cocoa has increased by about 13%, from 4.3 million metric 
tons in 2008 to 4.8 million metric tons in 2012. This represents an average production 
increase of 3.1%. 
 
 
Figure 2.1: Global cocoa production (source: http://www.worldcocoafoundation.org/wp-
content/uploads/Cocoa-Market-Update-as-of-4-1-2014.pdf) 
 
Europe comprises approximately 40% of the processing market. The remaining 60% 
is divided evenly between Africa, Asia, and the Americas. 
 
 
Figure 2.2: Global cocoa grinder (source: http://www.worldcocoafoundation.org/wp-
content/uploads/Cocoa-Market-Update-as-of-4-1-2014.pdf) 
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One metric ton of cocoa, which equals 1000 kilograms of pure cocoa, was prices 
above USD3,000 in march 2014.  
 
Figure 2.3: Daily price of 1 cocoa metric ton (source: http://www.worldcocoafoundation.org/wp-
content/uploads/Cocoa-Market-Update-as-of-4-1-2014.pdf) 
 
The total cocoa production in West Africa is shown in the below table. Ghana is the 
second largest producer of cocoa beans in 2013. 
 
Table XY: The cocoa production in West Africa (source: http://faostat3.fao.org/download/Q/QC/E) 
AreaName ElementName ItemName Year Value 
Benin Production Cocoa, beans 2013 100 
Ghana Production Cocoa, beans 2013 835466 
Guinea Production Cocoa, beans 2013 4000 
Côte d'Ivoire Production Cocoa, beans 2013 1448992 
Liberia Production Cocoa, beans 2013 8400 
Nigeria Production Cocoa, beans 2013 367000 
Sierra Leone Production Cocoa, beans 2013 14850 
Togo Production Cocoa, beans 2013 15000 
 
In 2013, Côte d’Ivoire produced about a third of the total cocoa of the global supply. 
Ghana is about half that size.  
  
The	  Cocoa	  Industry	  in	  Ghana	  
Cocoa is a cash crop and a key ingredient in chocolate. It is thus a major raw material 
for the production of chocolate. It is a critical export for the countries that produce 
them and a key import for consuming industry. Cocoa was introduced in Ghana (then 
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known as Gold Coast) in 1879 by Tetteh Quarshie, a native of Akwapim in the 
Eastern region of Ghana. He had made a voyage to the Island of Fernando Po (part of 
today’s Equatorial Guinea located in Central Africa) as a migrant farmer laborer and 
returned with several cocoa beans. Portuguese missionaries had brought the beans 
from Brazil to the Island (Ryan, O. 2011:5). The introduction of the cocoa beans in 
Ghana was a historical moment that led to the transformation of the country’s 
economy. Tetteh Quarshie first planted the seeds in his hometown of Mampong with 
some success. He then distributed some of the pods to some friends and relatives who 
in turn planted them. Eventually, the Basel mission stepped into the picture by 
importing large quantities of the crop into the country (Blakeny et al., 2012: 201).  
The export of cocoa from Ghana started in 1891, the official exported in 1893 (two 
bags exported) (ibid). Ghana was the world’s largest exporter of cocoa from 1910 to 
1980 and once provided almost half of the world’s output. The country ceded its 
position as the largest exporter to the neighboring La Cote d’Ivoire (The Ivory Coast) 
in the early 1980s after years of political instability and bushfires seriously, which 
undermined cocoa production. Ghana’s cocoa is however is still considered as of the 
highest quality and country earns hundreds of millions dollars from its export. The 
country achieved record levels of production in 2003/2004 (736,975 tonnes) and 
2005/2006 (740,458 tonnes) seasons (Blakeny et al., 2012). Cocoa has been the 
mainstay of Ghana’s economy spanning several decades from pre-independence era. 
The country currently produces about 20 percent of the world’s cocoa output 
compared to Ivory Coast’s 37 percent. 
 
The cocoa industry begins on the farms of the cocoa farmer who mostly live in the 
semi-deciduous forests that spans six of the ten administrative regions of Ghana and 
encompasses several of the main ethnic groups of Ghana. It is remarkable to note that 
in spite its importance to the Ghana’s economy cocoa has never been a plantation 
crop. The cocoa beans have always come from mainly small, mostly not more than a 
couple of acres in size (Ryan, 2011:10). The industry and output of these smallholder 
farmers shaped both the chocolate industry and the country itself. In the early days of 
the then burgeoning cocoa industry, new roads were constructed to the cocoa growing 
areas to enable the beans to be carted from the villages to the port. Buyers opened 
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depots and the wealthier producers could afford to build double-storied houses and 
send their kids to school among others.  
Ryan (2011) quotes William Nowell, a senior British civil servant in the then Gold 
Coast, in her book Chocolate Nations as haven written the following in a government 
report in 1938 on the booming cocoa industry: “ We found in the Gold Coast and 
agricultural industry that perhaps has no parallel in the world. Within about forty 
years, cocoa farming has developed from nothing until it now occupies a dominant 
position in the country’s economy – cocoa being the only commercial crop – and 
provides two-fifths of the world’s requirements. Yet the industry began and remains 
in the hands of small, independent native farmers”. Cocoa became so important to the 
economy that politicians joked that it was a mistake for the colonialists to have called 
the country Gold Coast since the nation was rather being built from cocoa and not 
from gold. The saying “Cocoa is Ghana and Ghana is cocoa” has become a popular 
refrain. And justifiably so since cocoa has been the main source of public revenue, 
right from the colonial years, from which development projects or public works are 
funded. 
Conditions	  of	  the	  Cocoa	  Farmers	  	  	  
There are roughly over 700,000 farmers engaged in cocoa production in the forest 
regions of Ghana (Essegbey& Ofori-Gyamfi, 2012). Cocoa has enabled these farmers 
and their households to live significantly above the national poverty average. In fact, 
poverty among cocoa farmers has declined significantly and cocoa growth has been 
more pro-poor than growth in other sectors (ibid). However the living conditions of 
these farmers are still bad. Living in simple dwellings, that is, mud houses and mostly 
lacking basic necessities such as clean water, electricity, access to medical facilities, 
decent roads among others, it is a stark contrast to the huge profits made by 
multinational corporations in the cocoa industry year in year out. The cocoa buying 
clerks have often been cheating them (the farmers) by pre-adjusting weighing scales 
to show a lower reading than the actual weight of the cocoa. And because they are 
mostly illiterates and do not earn good enough, they hardly can afford new farming 
tools and fertilizers as well as adopt best farming practices to enable them become 
more efficient.  
According to Ryan (2011), on her trip and interaction with cocoa farmers in Ghana 
whilst writing her book, they (cocoa farmers) made it clear to her that they would not 
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want their kids to also engage in farming the crop. They will rather like their kids to 
become Lawyers, Doctors, Teachers and the like (ibid). Clearly they are very 
unsatisfied with their living conditions making cocoa farming have a bleak future. 
 
Figure 1.1: Living conditions – Example: Getting clear water (source: www.zdf.de) 
 
While the global market of chocolate and cocoa products is worth $75 billion a year, 
Ghana’s cocoa exports for 2008, for example, were $1.2 billion even though it is one 
of the biggest exporters and the product, an essential ingredient for one of the world’s 
most popular sweets. Indeed, according to Ryan (2011) cocoa farmers receive just 4 
percent of the final price of an average UK bar of milk chocolate. This sad state of 
affairs has compelled many of the cocoa farmers to use their kids to help them on 
their farms especially during the harvest season in order to save them some costs of 
hiring laborers. This phenomenon is effectively child labor, which is seriously frown 
upon by the international labor organization (ILO) and the international community in 
general, but it is prevalent both in Ghana and the Ivory Coast, the biggest producer. 
According to a 2011report by IRIN (humanitarian news and analysis portal), there are 
tens of thousands of children who work on Ghana’s cocoa farms. And they often do 
hazardous tasks such as spraying dangerous pesticides on the cocoa trees. It must 
however be noted that there are various reports indicating that there are organized 
child traffickers who traffic children from the impoverished northern parts of Ghana 
and Burkina Faso, which shares border with Ghana to the north, to work in the cocoa 
growing areas in the south-western part of Ghana.  
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Over the years the understanding of Fair Trade has become limited to “fair price” 
being paid to local farmers in Global South by a range of actors within the Fair Trade 
value chain. Consumers have been prompted to participate in this fast growing social 
movement by being informed that purchasing Fair Trade products supports the living 
conditions of small producers, and therefore they are willing to pay a higher price 
than for the regular products. However, Fair Trade is not just about paying the Fair 
Trade price. It focuses on the process of creating long-term relationships with 
producers, the aim of which is to maximize benefits going back to the most vulnerable 
people in the supply chain in ways that challenge the existing terms of trade (Business 
Unusual- success and challenges of Fair Trade: 71). Fair Trade Labeling Organization 
was set up in 1997 to hammer out some global definitions. A Fair Trade label meant 
that farmers received a decent price, one that covered the cost of sustainable 
production, and a bonus, which they invested in their communities. 
The	  Toms	  Group	  
Toms Group (Toms) is a Danish chocolate and confectionary manufacture, founded in 
1924 by H. Trojel and V. Meyer. Currently it is the largest chocolate manufacture 
headquartered in Denmark, with operations in Denmark, Sweden, Germany and 
Poland, a production of approximately 30.000 tons of confectionary a year, and 
around 1.500 employees (Toms CSR 2014). Toms imports the chunk of its cocoa 
beans from three districts in Ghana and from Côte d’Ivoire, countries that are 
economically dependent on cocoa production and export to companies like Toms. 
Toms is a member of the International Cocoa Initiative (ICI), a charitable foundation 
that involves Non- Governmental Organizations, labor associations and the major 
chocolate brands. Its main goal is the eradication of the worst forms of child labor and 
forced labor in the cocoa farming and chocolate production through responsible labor 
standards (CSR 2014). Furthermore, it is a member of the World Cocoa Foundation 
(WCF), a non-profit organization that works to promote social, economic and 
environmental development in the cocoa communities.  
Toms has been actively engaged in CSR related activities since 2006 when the 
company committed to the UN Global Compact, and has since initiated a number of 
activities ranging from education to traceability (a tool for companies to improve their 
supply chain management and to assure the reliability of associated sustainability 
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claims) (Toms CSR 2014). Toms is applicable as a case because it faces issues of 
child labor and thus provides an example of how companies respond to this difficult 
issue in context of their actual policies and practices.  
Toms Group claims on its web page2:  
Bæredygtighed handler også om en forbedret fremtid for børnene. Vi arbejder for at 
flere børn får en uddannelse. Vi bekæmper børnearbejde, sikrer at børnene går i 
skole og allerhøjst deltager i  arbejdet med kakao i deres fritid. 
The company also acknowledges on its website that ‘the risk of child labor exists in 
cocoa production in Ghana, primarily within the families through hazardous 
agricultural tasks. The heart of the problem is poverty, along with lack of awareness 
of the hazards of child labor’ (CSR report 2014). 
Toms Group tries to address child labor issues, which makes the company important 
for this study and possibly other studies on business issues and human rights.  
From a brand management perspective, Toms Group builds a strong chocolate brand 
identity that is signaled to the Danish market. The Danish consumer should know 
about the brand advantages, company values, and sustainability in sourcing raw 
materials, production and distribution activities. Tom’s brand marketing activities are 
directed to change consumer associations towards the chocolate brand Toms.  
The brand ‘Toms’  
The brand ‘Toms’ owns the following brand names: Toms Guld Toffee, Anthon Berg, 
A Xoco, Ga-Jol, Pingvin, Toms Ekstra, Nellie, BonBon, Feodora, Hachez, Galle & 
Jessen. From a category perspectives, Toms include products at bars, chocolate plates, 
spreads chocolate, gift boxes, bars with substituted sugar, marzipan bread, chocolate, 
Dessert bags, lozenges, candy bars, chocolate sticks, licorice, kite, jelly,  
 
Figure 1.2: The brand logo of Toms Group –  (source: http://tomsgroup.com/brands) 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  2	  Sustainability http://tomsgroup.com/baredygtighed (translation: Sustainability is also about an 
improved future for the children. We work to have more children receive an education. We fight child 
labor, ensuring that children go to school and at most involved in the effort cocoa at their leisure.)	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Toms Group, the owner of eleven iconic brands on the Danish market candy and 
sweets market, commits to CSR (see Toms webpage/CSR).  	  
TOMS’  CSR related problems 
The Danish chocolate manufacturer Toms has been criticized for sourcing cocoa 
beans from suppliers employing children on West African cocoa farming fields.  
Child labor on cocoa plantations first came to public attention with a string of 
newspaper reports in year 2010 based on the documentary ‘The dark side of 
chocolate’ (Mistrati, Miki; Lauritsen, Mads; Larsen, Steen (2010), Toms skjuler 
sandheden. Ekstrabladet, 17. marts 2010. See appendix E) 
 The company’s sourcing of cocoa beans was criticized for being less responsible in 
environment issues, cocoa production and trading issues, but also issues dealing with 
child labor .A handful of organizations and journalists have exposed the widespread 
use of child labor on cocoa farms in West Africa. Most children working on the cocoa 
farms are aged 12 to 16 and in some cases as young as 5. Since these children are 
surrounded by extreme poverty, they start working on the family’s own farm at a very 
young age. It is all about giving a helping hand to their families. The children do work 
like weeding, harvesting cocoa, and carrying beans to the shed at home. In Ghana for 
example, the average cocoa farmer earns less than 2USD per day, which is below the 
poverty line.  
Western consumers play an important role in reducing the inequalities in the 
chocolate industry. Educated consumers want to know where their products come 
from, and understandably do not want to buy chocolate products including child 
labor. Thus, the issue of consumer awareness, trust or loyalty has become an asset 
which companies can use to generate positive outcomes in a consumer relationship. 
However, this problem is such a complex one to the fact that, consumers today cannot 
verify or know for sure if the chocolate they are buying involved the use of child 
labor. Even though the industry uses different labels on chocolate bars today such as 
Fair trade, child labor is still a prevalent issue on cocoa farms in Ghana West Africa 
in general. 
The overall implication of this is how consumer action can improve the welfare of 
these working children. How can the consumer generally improve the wellbeing of 
farmers by buying chocolate? How can the consumer who is concerned about child 
labor improve the welfare of these kids and their families by buying chocolate? 
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Chocolate is one the world’s favorite foods. The industry therefore involves every 
part of the cocoa supply chain of which the consumer is one example. 
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2.	  Theoretical	  background	  
This chapter presents selected relevant theories that explain and bring to 
understanding of CSR and brand management. It is basically divided into three parts. 
The first (part A) deals with CSR, the second part (B) focuses on brand management, 
and the third (part C) explains the link between CSR and Branding. 
According to Bergstrom& Blumenthal (2002), the year 2002 witnessed the junction 
where two long-term trends, as both branding and corporate social responsibility 
(CSR) shifted from the organizational periphery to its front and center. Thus pairing 
of brands with social issues have become increasingly important issues in business. 
Brand management and the CSR agenda have become intertwined over the past 
decade because CSR has become one of the fastest growing areas of interest in 
businesses and thus large number of organizations are beginning to construct 
corporate identities and compete in product and labor markets. When the brand of a 
company is closely linked with the social responsibility of corporations, it creates 
some kind of reputation among customers as well as employees and this can impact or 
influence peoples perceptions of a company, product or services once the brand is 
connected with the social responsibility of the company and their involvement in 
community work in the markets where they operate. The emergence of CSR has led to 
investigation of the concept in relation into many other aspects such as community, 
loyalty and consumer- company fit. According to Loken et al, a brand that positions 
itself on CSR by integrating its CSR strategy with its core business strategy displays 
the most commitment and consequently is more likely to capture consumers’ loyalty. 
(Du et al, 2007b in Loken et al: 99). Thus CSR position becomes a competitive 
advantage since the brand is able to differentiate itself from competitors. 
A. The Corporate Social Responsibility perspective 
The concept of corporate social responsibility is more broadened as the meaning is 
construed in different ways. CSR as a concept has evolved through the contributions 
of various authors and relevant stakeholders over time.	   According to Crane eta l. 
(2008), some view CSR as corporate community initiatives; for others it is a moral 
obligation to multiple stakeholders; some think of it as a form of economic 
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development; others consider it to be a way for companies to counter criticism of their 
activities; while for others, it represents a repressive western ideology that is used to 
protect business in the global north for the purpose of this study. Corporate Social 
Responsibility the continuing commitment by business to contribute to economic 
development while improving the quality of life of the workforce and their families as 
well as of the community and society at large (World Business Council for 
Sustainable Development). Indeed, the concept of corporate social responsibility can 
be traced back as far as the industrial revolution. Corporations have actually been 
practicing this concept and have been carrying out corporate duties mainly in the area 
of philanthropy. However the concept is increasingly becoming obvious and more 
explicit in the corporate community. And more and more actors are having a stake in 
the affairs of the corporate world. Such examples are the numerous NGO’s and 
Intergovernmental organizations that are pushing for elaborate social responsibilities 
of corporations. (Crane et al. 2008: 3)	  
Corporation, firms, small and medium sized companies have all embraced and 
adheres to the core principles of this concept. Today, it has become the norm for 
departments in many different companies that are set aside to deal with issue of 
corporate social responsibility. A visit to a company’s web page will show a detailed 
description of how and what they are doing in order to appear ‘socially responsible’.  
Theories	  of	  Corporate	  Social	  Responsibility	  
The concept of corporate social responsibility has been developed and expanded by 
many different authors in the academic field. One of these famous theorists is Archie 
Caroll, a professor at the university of Georgia who propounded the pyramid theory 
on corporate social responsibility based on four main responsibilities. According to 
Caroll (in Crane et al., 2008), one can distinguish between four faces of corporate 
social responsibility as economic, legal, ethical, and philanthropic. The theory 
depicted in a pyramid form known as Caroll’s CSR pyramid has been acknowledged 
by scholars worldwide and is crucial to the studies of CSR.  These main theories are 
important in explaining a corporation’s social responsibility and establish itself in 
society. 
 Economic Responsibility 
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The foundation and basis of a corporation according to Caroll (ibid), is for 
corporations to maximize profits or to increase the shareholder’s value. This argument 
is very much in line with Milton Friedman’s famous quote stating that ‘the social 
responsibility of business is to increase its profits’ (Crane et al, 2008:26). Friedman 
asserts that, the only one responsibility of business towards society is the 
maximization of shareholders within the legal framework and the ethical custom of 
the country. Therefore corporations produce goods and service with the view of 
achieving profit so long as they operate within the legal and the ethical framework of 
the society. (Rendtorff, 2009:141) That is the basic motivation for corporation to 
provide goods and services in order to attain their maximum profits in the long run. 
According to this view, the corporate social activity of corporations should not come 
in conflict with the maximization of its shareholder’s value. 
Legal responsibility 
 Legal responsibilities comprise the legal responsibilities of a firm to abide by the 
local, national and international law. It is the responsibility of the firm as a political 
and moral actor to ensure the well being of both the internal and external 
constituencies; a firm should act as a morally conscientious player with morals and 
ethical principles, and shall therefore also be held accountable as any other citizen in 
the society when breaking the law. Thus, the firm has to do everything to operate 
within the rules of the game (Rendtorff 2009:142). According to Caroll, fulfilling the 
legal responsibilities of the firm is also part of the ‘social contract’ between 
business and society. Thus by perusing its economic missions, firms are expected to 
comply and work within the framework of the law when pursuing their economic 
missions. It is important to be law-abiding corporate citizen. 
Ethical Responsibility 
These groups of theories have its foundations on the ethical principles and norms. 
Ethical theory basically emphasis on what is right or the necessary thing to do in order 
to achieve a good society. According to this theory, firms should deem it necessary to 
incorporate the needs and interests of all these actors who have stakes in the firm. 
Ethical responsibilities are defined not only by efforts to do what is right in economic 
and legal terms, but also as the pursuit of voluntary measures to be virtuous and 
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excellent. Thus ethical responsibilities covers broader areas such as those standards, 
norms, or expectations that reflect a concern for what consumers, employees, 
shareholders, and the community regard as fair, just or in keeping with the respect or 
protection of stakeholders moral rights (Crane et al. 2008:64). 
The ethics of the common has also been included on the ethical theory. The common 
good approach stems from a philosophical concept that can be traced back to the 
Aristotelian traditions. It asserts that, since corporations are part of the society, they 
have an obligation of contributing to the ‘common good’ (Garriga and Mele in Crane 
et al, 2008: 62). In addition, corporations have to carry its activities not to the 
detriment of their societies. Corporate activities have to positively impact on the well 
being of the society. For instance, the creation of wealth and the provision of goods 
and services have to be carried out in a fair and efficient way and at the same time 
with respect to the dignity and the fundamental right of the individual. (Garriga and 
Mele in Crane et al, 2008 : 62) 	  	  
Philanthropic Responsibility 
 Philanthropic responsibility encompasses those corporate actions that are in response 
to society’s expectation that businesses be good corporate citizens. The corporate 
philanthropic duties entail actions that seek to benefit society. Some examples of 
corporate philanthropy include giving grand donations to society as a demonstration 
of power, wealth as well as doing good for the local community. According to 
Rendtorff, in many case corporate philanthropy is directly linked with efforts to 
obtain a better public image in society. (Rendtorff, 2009:142). Caroll argues that the 
pyramid helps to illustrate the required responsibilities in the bottom, whereas the 
desired and expected responsibilities are placed on the top. 
 In sum, the total corporate social responsibility of business entails the conduct of 
business so that it is economically profitable, law abiding, ethical and philanthropic. 
Thus in managerial terms, the CSR firm should strive to make a profit, obey the law, 
be ethical, and be a good corporate citizen The pyramid of corporate social 
responsibility is depicted in figure 2 below. 
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Figure 2.1: The pyramid of Corporate Social Responsibility 
Source: www.csrquest.net/imagefiles/CSR%20Pyramid.jpg 
B. The Brand perspective 
Brand has been defined in many different ways over the years, depending on the 
perspective from which the brand is perceived. The concept of brand have  ‘become a 
major player’ in our modern society becoming a very important tool in the business 
community. Branding is a marketing concept that serves as a relevant tool for 
marketing of products and services, people and even places. According to Kapferer, 
‘Brand is a name that influences buyers, becoming a purchase criterion’ (Kapferer 
2011:11). Brand refers to ‘intangible assets’ that create added benefits for businesses. 
According to Kotler (2005) a brand has a notable ability to impact on consumers. 
Branding guides a consumer when looking for products or services. Brand 
management aims at maintaining distinctive brand perception. Kotler explained that 
‘perceptions, of course, matter most - how people perceive something matters far 
more than the absolute truth’ (Kotler 2005:5). A brand is classified in many ways. It 
can be seen as a logo or a label, as an image, as a personality, or as an identity (ibid).    
Branding basically creates differences between products. These differences may be 
functional, rational or tangible-related to product performance of the brand. Branding 
can be understood as the activities undertaken by the company to build favorable 
images and reputation among its stakeholders both internal and external. It has 
actually become part of a company’s capital hence the term  ‘brand equity’ 
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Consumer	  Brand	  Theories	  
Brand identity 
 Aaker (2002) defines brand identity is a unique set of brand associations that the 
brand strategist aspires to create or maintain. These associations represent what the 
brand stands for and imply a promise to customers from the organization members 
(Aaker 2002:68). According to Aaker, brand identity provides direction, purpose and 
meaning for the brand. Brand identity is a key component of branding.  Keller argues 
that, ‘ in order to give a meaning to the brand, it is important to create a brand identity 
and form what the brand’s characteristics and what they ought to be in the minds of 
consumers (Keller 2001:16). Toms basically defines its brand identity as its values 
involving a sense of corporate social responsibility and the focus on ‘tasteful 
moments and responsible choices’. 
Brand Awareness 
Brand awareness, according to Aaker (2002: 10), refers to how strong a brand is 
present in the minds of consumers. As an illustration, he postulates that if consumers’ 
minds were to be full of mental billboards with each depicting a single brand, then a 
brand’s awareness would be reflected in its billboard. Awareness is measured 
according to different ways in which consumers remember a brand, ranging from 
recognition (Have you been exposed to this brand before?) to recall (what brands of 
this product class can you remember?) to ‘top of mind’ (the first brand recalled) to 
dominant (the only brand recalled). Strong brand awareness can indeed provide a 
significant competitive advantage. Centrally positioned brands such as Xerox, 
Kleenex, Hoover and Levi’s have quite literally defined product categories 
(Rosenbaum-Elliott et al, 2011: 94). The power of strong brand awareness comes 
from the sense of familiarity it brings. Familiarity involves a primitive sense of 
knowing without the need for specific details. According to Rosenbaum-Elliott (ibid), 
this is the real asset for a brand, because in terms of memory, when attention is 
divided someone is much less likely to recall specific details of an experience, but 
there little of no effect upon a sense of familiarity. The result is that a shopper is more 
likely to ‘remember’ familiar brands than, say, the details of a new brand, or to 
remember the details of an advert trying to persuade him/her to switch to another 
brand. 
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Brand awareness is instrumental in the decision making of the consumer for three 
main reasons (Keller, 1993). First, it is important that consumers think of the brand 
when they think of the product category. Raising brand awareness increases the 
likelihood that the brand will be a member of the few brands that receive serious 
consideration for purchase. In other words, brand awareness ahs the ability to 
influence brand preference amidst the listed brands within the conscious of the 
consumer. Second, brand awareness can affect decisions about brands in the 
consideration set, even if there are essentially no other brand associations. The 
consideration set can be interpreted as the brand that the consumer position their first 
concern to before the process of buying a product can be completed. Third, brand 
awareness impacts on consumer decision making by influencing the formation and 
strength of brand associations in the brand image. A necessary condition for the 
creation of brand image is that a brand node has been established in memory, and the 
nature of that brand node should affect how easily different kinds of information can 
become attached to the brand in memory (ibid). 
Brand Associations 
Brand associations consist of all brand related thoughts, feelings, perceptions, images, 
experiences, beliefs, attitudes, and is anything linked in memory to a brand (Kotler 
and Keller, 2006). They are the other informational nodes linked to the brand node in 
memory and contain the meaning of brand to consumers. According to Aaker (2002: 
25), these associations might include product attributes, celebrity spokesperson, or a 
particular symbol. Brand associations are driven by the brand identity, that is, what an 
organization wants a brand to stand for in the customers’ mind. They (brand 
associations) represent the basis for buying decision and brand loyalty. A key to 
building strong brands is to develop brand identity.  
Broadly, there are two types of associations – product associations and organizational 
associations. Product associations include both functional attribute associations and 
non-functional associations. Functional attributes are the tangible features of a 
product. That is how easy to handle/use a product, how durable, and how well it 
performs the functions for which it is designed in the judgment of consumers. Non-
functional attribute include symbolic attributes, which are the intangible features that 
meet consumers’ needs for social approval. According to Fayrene and Lee (2011), 
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consumers linked social image of a brand, trustworthiness, and perceived value, 
differentiation and country of origin to a brand. 
Organizational associations refer to those associations that are related to a company’s 
expertise in producing and delivering its output and corporate social responsibilities 
associations. Aaker (2002) makes it clear that consumers consider the organization 
that is the people, values, and programs that lies behind the brand. In recent years, 
CSR as a concept has become influential in the development of brands, particularly 
corporate brands. This is because the public increasingly want to know what, where, 
and how brands are giving back to society. Thus both branding and CSR have become 
crucially important in the scheme of things of businesses. 
Brand Loyalty 
Brand loyalty refers to the attachment a customer has to a brand (Aaker, 2002:39). 
Brands are important vehicles when building consumer loyalty as they provide 
recognizable fix points in the shopping experience (Heding et al, 2009). Achieving 
brand loyalty is an important goal in the branding process. This is because loyal 
consumers are very valuable due to the fact that it is much more expensive to attract 
new customers than retaining the existing ones. A brand with a highly loyal customer 
base can be expected to generate very stable and predictable sales and profit streams. 
On the other hand, a brand without a loyal customer base is usually vulnerable or has 
only value in its potential to create loyal customers (Aaker, 2002:21). Brand loyalty is 
therefore a key consideration when placing a value on a brand to be bought or sold. 
The building of a strong positive brand attitude generally leads to a preference for it 
(the brand), and over time and a loyalty towards it. 
 Brand loyal consumers are usually reluctant to switch to other brands as they have a 
high degree of bonding with a brand. This means that, consumers will stick with you 
until the very end. Loyalty is a core dimension of brand equity, which Aaker (2002) 
defines it as ‘a set of brand assets and liabilities linked to a brand, its name and 
symbol, that add to or subtract from the value provided by a product or service to a 
firm and/or to that firm’s customers’. Brand equity thus defines the value of a brand. 
Brand Image 
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Brand image is defined as ‘perceptions about a brand as reflected by the brand 
associations held in consumer memory’ (Keller 1993:3). The image of the brand is the 
perception of the brand held in consumer’s memory. The term ‘brand image’ as 
Laforet (2010) argues, has gained its popularity as evidence increasingly grew that the 
‘feelings and images associated with a brand were powerful purchase influencers, 
through brand recognition, recall and brand identity. Heding (2009) equally stated that 
‘ the goal of working strategically with brand image is to ensure that consumers hold 
strong and favorable associations of the brand in their minds’ (Heding et al 2009:13). 
The main fundamental importance on brand image is to ‘identify or develop the most 
powerful images and reinforce them through subsequent brand communication’. The 
brand image mainly consist of multiple concepts: perception, because the brand is 
perceived; cognition, because that brand is cognitively evaluated; and finally attitude 
because consumers continuously after perceiving and evaluating what they perceive 
form attitude about the brand (Heding et al. 2009:13) 
In essence, what the brand stands for basically create awareness about the brand in 
order for the individual consumer to have some sort of association or affiliation 
towards the brand, As the consumer establishes some kind of association towards the 
brand, his/her perception of the formed is them formed about the which result in the 
consumer becoming loyal to that specific brand and thus prioritize it as a brand 
preference or choice. This is referred to as brand loyalty. Thus, that way all of these 
phases are connected to one another and it is essential for the company to complete all 
phases in order to obtain strong brand equity.  
C. Branding and CSR 
The whole point of Branding is to create and deliver a promise to target consumers. 
And this can be about functional satisfaction, experiential enrichment, or aspirational 
fulfillment (Loken et al. ed., 2015:91). As pointed out earlier, brands are increasingly 
promising beyond the care of their customers but also of their employees, 
environment, and humanity as a whole. For instance, Exxon Mobil’s recent 
advertising campaign seeks to position it as an environmentally sensitive company; 
PUR (a water filter making company) cares about water safety in developing 
countries; and companies such as Ben & Jerry’s and The Body Shop have even 
positioned their whole corporate strategy on CSR, thereby committing to be fully 
socially responsible brands (ibid). 
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Companies increasingly attempt to make positive impacts by voluntarily contributing 
to various social and environmental causes. They (the companies) see such initiatives 
as a way to help build their brand equities by enhancing brand awareness and image 
and creating a sense of brand community. Loken et al., (2015) quoting Du, 
Bhattacharya, and Sen (2007) states that: “a CSR initiative could build consumer trust 
as it signals that the company is serious about bettering social welfare (the 
benevolence dimension of trust) and is competent in effecting positive social change 
(the credibility dimension of trust)”. According Handelman and Arnold (1999), such 
initiatives are no longer considered an afterthought or trade-off but are strategic 
actions that help corporations to achieve support from communities in which they 
operate. Management literatures have also corroborated this view indicating that 
strategic use of CSR policy is positively related to reputation. There is thus a general 
consensus that the issue is not whether a corporation should conduct these initiatives 
but it is about how to conduct these initiatives to have maximum on the constituents 
(Keller and Lehmann, 2006)3  
 
Engaging in CSR activities impacts on various indicators such as a corporation’s 
image, company evaluations, product evaluations, purchase intentions, and the market 
value of the company. Beyond these marketing indicators however, companies use 
CSR as a means to attract and retain talented human resources. It (CSR) also has 
impact on the target cause/issue, non-profit organization, and the society (Loken et 
al., 2015:92). CSR activities for brand-building purposes include, among others, 
sponsorships and philanthropic initiatives, cause-related marketing, advocacy 
advertising, and employee participation in supported programs (Loken et al., 
2015:91). All these activities though the authors argue differ in terms of the level of 
commitment that is expected of the company; they are all on voluntary basis. But as 
they asserted further, the voluntary nature of these activities paves the way for brand- 
building purposes. Companies hope that consumers will take these activities at face 
value and attribute positive characteristics to the company leading to favorable 
evaluations, acquisition of new customers, and increased loyalty (Loken 2015:92). 
According to Blumenthal et al., there are four key reasons why it makes sense to 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  3	  3http://www.business-standard.com/article/management/branding-and-csr-go-
together-115092000722_1.html	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integrate CSR under the umbrella of the brand. These reasons are: recognizing the 
magnitude of the brand promise, maintaining customer loyalty, maximizing 
investment that would be placed in CSR regardless of the brand and avoiding conflict 
with shareholders (Blumethal et al. 2003:336). 
Theoretical	  model	  
From the literature we have drawn the below model, it can argued that CSR theory 
and Brand management theory impact on brand identity. CSR values, especially 
values that are based on the vision of a company, culture, and product combined with 
brand values drive the brand identity. Brand identity is signaled to the market and to 
consumers. It can also be argued that, brand identity drive brand awareness and shape 
brand image. Brand identity will change the associations that consumers have towards 
a branded product; here is Toms chocolate products. 
 
Figure 2.2: Theoretical model (own model) 
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3. Methodology 
The aim of this chapter is to explain the means, procedures, techniques the methods 
used in carrying out the study giving special emphasis to the analysis of data. It also 
explains to the reader the choices that have been made, its limitations and 
consequences on the overall conclusions of this research paper.   
Philosophy of Social Science: Critical Realism 
The epistemological stance of this project stems from the critical realism perspective.  
Critical realism, coined by Roy Bhasker, is a specific form of realism whose 
manifesto is to recognise the reality of the natural order and the events and discourses 
of the social world. Critical realism as a philosophy simply asserts that, there is a 
reality, which exists independent of how human beings conceive it. Critical realism 
perspective argues that, reality is perceived and consists of both the empirical and 
factual level (experiences and observations). It is a form of realism that ‘recognise the 
reality of the natural order and the events and discourses of the social world and holds 
that we will only be able to understand and so change the social world if we identify 
the structures at work that generate those events and discourses’ (Bryman 2015:25). 
Critical realism lies on two main basic assumptions: Firstly, realists argue that, 
scientist’s conceptualisation is simply a way of knowing a reality’ and that they 
acknowledge and accept that the categories they employ to understand reality are 
likely to be provisional’ (ibid).  Thus, it becomes impossible to really portray the truth 
completely.  This makes critical realists acknowledge the fact that there is line drawn 
between the objects which is the focus of enquiry and the terms they use to describe 
account for and understand them (ibid). 
Secondly, critical realists acknowledge ‘it is acceptable that generative mechanisms 
are not directly observable’. It is therefore not possible to get close to the truth, but 
never to be certain whether or not it can be found. Critical realists emphasise on the 
relations between the social observations and the questions of ‘how and why’ when 
exploring the origin of specific phenomena.  
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Positivism	  
The methodology for this study also stems from the positivism. ‘Positivism is an 
epistemological position that advocates the application of the methods of the natural 
sciences to the study of social reality and beyond’ (Bryman 2015:24).  Positivist 
epistemology assumes that you can discover what truly happens in organizations 
through the categorization and scientific measurement of the behavior of people and 
systems. Positivism is based on the principle that science must be conducted in a way 
that is value free (objective). The basis of strategy for investigation on quantitative 
method is a survey. Thus, the gathering of data is through questionnaire on consumer 
and their buying decisions when buying chocolate can help provide accurate data 
from which conclusions can be drawn. 
Outline	  of	  the	  Study	  
In this project report, the exploratory research design has been adopted in order to 
gain insights and familiarity with the research problem. The study is divided into six 
chapters. The first chapter focuses on general introduction of the study whereby the 
problem formulation and the objective as well as the background of the study are 
explained. The theoretical framework as well as review of the related literature of the 
issues understudy forms the second chapter.  Methodology of the study is the subject 
of chapter three. Chapter four will be the focus of analysis and discussion of the 
study. Finally, chapter five will focus on conclusions and recommendations.  
Research	  Methods	  
In this project report, the semi-structured interviews as a means of colleting data will 
be employed with the aim of establishing data and information. The main reason why 
interviews in this case semi-structured interviews was selected was firstly because the 
interviews are aimed at getting the relevant facts and insights. Semi-structured 
interviews are used so that the researcher can keep more of an open mind about the 
contours of what he or she needs to know about, so that the concepts and theories can 
emerge of the data (Bryman 2015:10). Again, interviews in general are more flexible 
whereby participants are free and not restricted to the subject under discussion. 
(Bryman 2015:467). Equally, in qualitative interviewing, the researcher’s aim is to get 
rich, detailed answers that allows the researcher to emphasize on words rather than 
numbers. Since the research approach adopted a standpoint informed by the critical 
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realism theory towards the way of perceiving reality where the social phenomenon 
occurs, it is considered that, it would be appropriate to employ a qualitative set of 
methods for the purpose of explaining this social phenomenon that is assembled by 
the social actors (Olsen & Pedersen, 2008:188).  
This research also uses quantitative data collection in the form of a survey. The 
survey method employed in this research is email surveys whereby questionnaires 
were sent through email to respondents by using Coinjoint analysis, a statistical 
technique used in market research to determine how individuals value attributes that 
make up an individual product or service. Survey research method is a quantitative 
research method in which the researcher systematically asks a large number of people 
the same questions and then records the answers (Christiansen et al 2011:330). Survey 
research oftentimes is conducted with a sample selected from a target population of 
interest to be able to make direct statistical generalizations about attitudes, opinions, 
and beliefs from a single sample to a population. Survey research is the method of 
choice when you need to measure individuals’ attitudes, activities, opinions and 
beliefs which intends to examine relationships among the variables, make predictions 
and determine how sub-groups differ (Christiansen eta l. 2011:333). The reason for 
choosing surveys as a method was to obtain quantitatively measurable data on 
consumers’ perceptions of issues on child labor and fair trade in relation to their 
purchase decisions.  
The Triangulation Method 
This project adopted two different methods to investigate the field of research. 
According to Bryman, both qualitative and quantitative methods are combined in 
order to triangulate results in order that they may be mutually corroborated (Bryman 
2015:641).  In this project, the method of triangulation is the semi-structured 
interviews conducted whereas the quantitative method was the survey in the form of 
questionnaires. The triangulation method enables the research to have more than one 
perspective and should increase the strengths of this project. 
Research Strategy 
According to Ghauri and Grønhaug (2005), to be able to establish truth or falsity in 
order to draw conclusions, there are basically two main ways of doing that. That is 
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through induction and deduction.  Induction can be explained as  ‘a reasoning process 
that involves going from the specific to general’ (Christiansen eta l 2011:7). In other 
words, with inductive reasoning begins with the drawing of general conclusions based 
on empirical observations. Deductive reasoning on the other hand refers to ‘ going 
from the general to the specific’ (Ibid). In other words, with deductive reasoning, the 
researcher draws his or her main conclusions based on logical reasoning. In relation to 
this project report, the inductive approach method was used as the researcher infers 
the implications of the findings to determine if selected sections of the interviews 
conducted are consistent with the theories explained. (Bryman 2012:567).   
Data Collection 
 The study relied on both primary and secondary data in answering the research 
question. The data collection methods mainly used is interviews and survey in the 
form of questionnaires. The data mainly consists of primary data collected during 
interviews and the survey. This primary empirical data is the basis for the analysis. 
Besides, some secondary empirical data is used as supplementary to the analysis. The 
main source of secondary data will included scholarly books, theories, Internet 
research, documents, reports etc. In order to explore the research question, semi-
structured interview through telephone communication, Skype and email with the 
CSR manager at Toms Group as well as 12 cocoa farmers in Ghana and one expert 
involved in training cocoa farmers on best practices were undertaken. Interview was 
conducted with the CSR manager of Toms through both telephone and e-mail, which 
yielded a lot of insights and very useful information concerning the company’s CSR 
activities.  
Case	  study	  approach 
The study used a single case study approach where qualitative and quantitative data 
were utilized. A single case allows for the investigation, interpretation and exploration 
of theoretical approaches on an empirical case, letting the case be a representation of 
the context in which theory can be applied (Ghauri &Grønhaug, 2005: 114). The case 
study approach is often associated with descriptive or exploratory research, without 
being restricted to these areas. (Ghauri, 983; Bonoma, 1985; Yin, 1994). According to 
Yin (1994:23), case studies offer a lot of details, it also provide much information one 
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can need through interviews or observation and the data collected are a lot richer than 
the ones that can be found in other experimental designs.  
Coding 
Coding is one of the most common and simplest form of analyzing qualitative data.   
Miles and Huberman in Myers define coding as ‘tags or labels for assigning units of 
meaning to the descriptive or inferential information compiled during a study’ (Myers 
2013:167).  Coded data stems from words, phrases, sentences, or whole paragraphs 
‘connected or unconnected to a specific setting.’ (ibid) which create concepts from the 
data acquired during the interview. With this coding procedure, the interview will be 
labeled or assigned into specific concepts or category that will later be compared with 
similar concepts presented in the theories used. (Bryman 2012:568).  The main reason 
for using the coding approach is to help identify the most relevant theory for the data 
collected by connecting the similar theoretical terms with the CSR issues for example.  
	  Reflection	  on	  Validity	  and	  reliability	  	  
Validity and reliability are very important factors while evaluating the quality of the 
research and the analysis of the results. Validity seeks to explain the accuracy of 
research data in explaining the real situation. Reliability is concerned if the data 
collected are reliable and if the result produced is same again and again. (Christiansen 
et al 2011:362)  
Conducting telephone interviews rarely come without challenges. What telephone 
communications lack is first and foremost the ability to observe the body language. 
This restriction can prevent the interviewer from intercepting certain signals sent from 
the interviewee during the interview and vice versa. This can lead to 
misinterpretation, misunderstanding and possible conflicts in the communication.  
Furthermore there could be a challenge in keeping the interviewee interested in the 
conversation, as the author experienced with for instance noise over the phone, and 
missing signals. Additionally the interviewee might provide short answers, therefore 
the interviewer has to able to probe and answers good follow-up questions.  
What was further experienced as a challenge when performing interviews was the fact 
that some interviewees (cocoa farmers) had to be gathered at one place to take the 
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interview in turns since they do have access to telephone or any means of 
communication. Therefore, there was a tendency to influence each other’s responses 
as shown in some of the interview collected on these farmers. However, reflecting on 
the data collected, similar responses were given by different interviewees.	  When this 
has been said, the author needs to mention that some respondents might have given 
in-correct answers or were influenced in one way or the other 
Since the data mainly consists of what was collected during semi-structured 
interviews, the author assumes that the validity is fine. All in all the validity and 
reliability of the project is high enough to give a decent answer to the problem 
formulation and the research questions of the project. From the questionnaire, there 
was expected to get some reliable data, where the consumers provide the answers on 
their perception, which was further integrated in the analysis based on numbers. The 
idea of using the triangulation method, which included different type of sources, 
derived from a possibility to reduce the chance to accomplish wrong conclusion.  
 It is therefore safe to say that the results, though, far from achieving the validity and 
reliability, it none the less give a decent indication on where the reasons for the 
problems presented might be lying, and provide a trustworthy and reliable base for 
further research on the topic.  
Delimitations 
The study is limited to Toms’ CSR activities in Ghana. What happens in Ghana 
though is largely a reflection of West Africa as a whole. Furthermore, the focus of the 
project will mainly cover the conditions of cocoa farmers including the issues of child 
labor and will not dwell on the legalities regarding the issues of human rights and 
child labor laws. 
Data analysis  
The study runs data analysis to answer the main research questions and four working 
questions. The study use a review of the selected theory on CSR and brand 
management to answer our first question:  
How does brand literature define the relation between CSR and brand 
management?  
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Consumers in Denmark were about their brand associations and chocolate 
preferences. Results will help us to better understand consumers and their decision 
making when buying chocolate. Findings will help us to answer our second question: 
How could the brand owner of TOMs use CSR activities to address some of 
the current challenges of West African cocoa farmers?  
Consumers from the Danish market have been asked about what they think and about 
their perception of issues in child labor and fair-trading. Results will help to find 
answer to our third questions:  
How do CSR, FAIRTRADE, and Brand issues influence decisions of chocolate 
consumers? 
From the data analysis, the study makes recommendations to Toms regarding CSR 
and brand themes. The fourth question reads: 
What should an average Danish consumer consider first when buying 
chocolate-products? 
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4.	  Analyses	  and	  Discussion	  
This chapter is divided into two parts. The first part deals with the analysis of data 
from the study whilst the second part focuses on discussion bearing in mind, the 
theoretical framework and the data. 
Insights from the theory of CSR and Brand management 
From the literature of the study, it is clear that what concerns consumers the most 
these days is whether a company is doing ‘good things’ in terms of all aspects of 
society and the environment and all facets of employee and consumer lives. It is 
therefore incumbent on strategic brand managers to be proactive in embracing 
socially responsible, ethically and morally proper behaviors and practices at all times 
in their companies. The challenge to (Strategic brand managers) is to figure out a 
“win-win” solution that allow them to enhance the welfare of consumers, improve the 
quality of life of the producers of their raw materials (cocoa farmers in the case of this 
study) and at the same time running their businesses profitably. Society, as a whole, 
then benefits. This is because, for example, improved quality of life of the cocoa 
farmers and their good farming practices guarantees regular supply of the key 
ingredient for Toms’ chocolate manufacturing; a profitable company continues to 
create jobs and revenues to the state in the form of taxes; and consumers become 
satisfied and loyal knowing that the company they buy from is socially responsible 
and this adds emotional and social value to the consumer knowing they are donating 
to a cause or being environmentally responsible.  
As the model of the study (figure 2.2) explains, investing in CSR coupled with 
strategic brand management ensures strong brand identity, which in turn leads to 
strong brand awareness and improved brand image. Strong brand awareness and 
improved brand image ensures sustained sales and profitability and thereby long term 
survival of companies. And that is how the literature defines the relationship between 
CSR and brand management. Thus investing in CSR is not only giving back to 
society, it makes economic sense for companies. 
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Experiences from cocoa farmers in West Africa 
In analyzing the interviews in the light of the experiences from cocoa farmers, it is 
evident from the farmers that, there is a shared view of similar problems and 
concerns. That is, the famers are still plagued by poverty and its associated problems. 
For instance, all of the respondents are of the view that, they wish to be paid more 
than what the government of Ghana has set at the moment as the producer price of 
cocoa per bag of 65 kilos which stands at about 108 USD. According to them (the 
farmers), they do not earn enough to cover their operational costs as well as their 
living expenses at the current price. For example a farmer by name Margeret Fokuo 
said: “My husband and I do most of the work but we hire laborers during harvest 
time. Previously we used our kids to help but they have now moved to the cities to 
seek better lives. It is very difficult working as a cocoa farmer. During spraying of the 
cocoa trees, for instance, my youngest child comes from the city to help. We cannot 
afford to hire laborers throughout since cost of labor is very high”  
When asked about what price they think ought to be paid for a bag of cocoa to enable 
them enable them earn enough to ensure a decent living, the answers from the 
respondents (farmers) ranged between equivalent of 120 and 260 USD for a bag of 
cocoa of 65 kg. ‘I think 600Ghs (155 USD) will do for me’ – Glady Akwah (farmer). 
These statements clearly indicate that, majority of farmers are not satisfied with the 
price of a bag of cocoa which the government has set at of 108. Even though their 
answers differed on the ideal price they wish to be paid they all (the respondents) 
however wanted to be paid a higher price for their cocoa than what the government 
has set and is being to them at present.  
Again on the issue of child labor, they (the farmers) all shared the view that there is 
nothing wrong with using one’s own kids to help on the farm. When asked at what 
age it is appropriate to start using their kids in the farm, the respondents’ answers 
ranged from 6 to 12 years. That is to say they start using their kids on their farms 
when they attain ages from 6 to 12 years. According to them, the kids normally help 
in the weeding, gathering of cocoa pods and help carry stuff to and from the farm. 
They (the farmers) made it clear that they are compelled to use their kids because they 
simply cannot afford hiring laborers for all the work on their farms. When they were 
asked about how working on the farms affects the kids’ education, most of them 
answered that the kids only help on the farm after school. For those who have many 
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kids, they added that since they cannot afford education for all of them (kids) at the 
same time, they enroll one or two kids in school at a time whilst the rest help on the 
farm until such a time they have money to enroll them as well. The farmers clearly do 
not see using their kids on the farms as problematic at all. Rather, they see it at 
necessary to keep the families’ source of livelihood alive. One farmer indicated ‘I 
need my kids the most during harvesting time since the workload is too much during 
that period of time to help at the farm’ (Kofi Okyere, farmer) 
A staff member (prefer to remain anonymous) of Armajaro Trading Ltd was 
interviewed by the author to find out about the perspectives of the conditions of cocoa 
farmers. Armajaro Ltd deals in the purchase of cocoa beans from Ghana for the global 
market and also implements sustainability projects in the farming communities. 
Toms’ buy their cocoa beans from Armajaro. The staff member corroborated the 
difficult conditions of the cocoa farmers. He indicated that, ‘the main problem of the 
farmers is lack of money and that of the 60 GHS (15.5 dollars) which Toms pay to 
Armajaro for each bag of cocoa with premium tag to be paid to the farmers, only 15 
GHS (4 dollars) get paid to them’. He however confirmed Toms’ support for the 
farmers in the form of drillings boreholes in some of the communities to provide a 
decent drinking water as well as providing them trays for the fermentation of their 
cocoa beans to attract the premium price among others. 
To answer the question of how Toms could use its CSR activities to address some of 
the problems facing the cocoa farmers in Ghana and West Africa, this study is of the 
view that and following from the finding above, Toms must ensure that their support 
for the farmers actually get to them. Those who act as agents between Toms and the 
farmers most of the time corrupt the system by diverting funds and other supports 
meant for the farmers.    
CSR and Child Labor 
A key theme in our interviews is the issue and perception of child labor. The 
interview with a Danish manager from Toms and West African farmers point out 
some interesting aspects. It is apparent throughout the interview the various and 
approaches taken by Toms in combating child on cocoa plantations in Ghana. The 
company has taken a piecemeal approach in combating child labor on cocoa farms. 
The CSR manager said:  
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‘The intention is not to remove children completely because of cultural issues 
surrounding going to the farm so there is a definition of child labor that is 
actually mostly 99% we call it the worst form of child labor’. 
The company trains teachers in the cocoa communities where they operate from 
which is the Western region of Ghana since, the CSR manager said, the teachers are 
not well trained and thus farmers feel reluctant to enroll their kids in school since they 
see it as a waste of time because they do not learn anything in the end. This can be 
exemplified by her statement as ‘but now the schools are much better because the 
teachers are also trained’. The manager also talks of the establishment of child 
protection community in each community whereby each community comes up with 
action plan for their community. She said: ’…each community identify where they 
need to improve for example their classroom blocks’. The company is also part of the 
agricultural training where there is a module on integration of child labor issues and 
children rights. That is, they learn both good farming practices along with the need to 
stop/minimize the practice of child labor 
Traceability too is one key issue where the company is putting effort in dealing with 
child labor. This she indicates ‘we have traceability too so we know exactly where it 
comes from and to assure the reliability of associated sustainable claims’. On the 
effectiveness of all these steps, she does mention that Toms have achieved tangible 
results and that they just received figures showing that child labor has been reduced 
by 80% in the communities they work in. 
Toms’ CSR Branding 
In analyzing the interviews in the light of Toms’ CSR branding, the CSR manager at 
Toms Group, Ms Lene Hjorth, made it clear that the main reasons why they had to 
engage in CSR in the first place. She stated in the interview that:  
‘There were international reports of child labor in the cocoa sector.  We used 
to buy our cocoa from the harbor of Ghana…. we did not know the conditions 
under which cocoa was produced’.  
When were faced with the issue of child labor in order to redress the issue in the 
cocoa sector after the scandal, it can be deduced that, CSR was seen as the tool at the 
time in branding the company by being seen as a company that take responsibility in 
dealing with business scandals. It is noticeable from her response in the interview 
that, the company decided to engage in CSR activities and brand themselves as a 
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company which cares about the impact of its activities in the environment they 
operate from in this case, Ghana. Thus Toms’ investment in CSR following the 
scandals in the media was an after thought or a reactionary one designed to repair its 
battered brand image and reputation in the wake of the revelations on the use of child 
labor on cocoa farms in the media.  
The manager at Toms Group believes that CSR is powerful marketing tool to 
contribute to the overall marketing strategy. The manager said:  
‘I believe [CSR] supports our business. It is not the only thing you should do 
because you have to endorse your brand in many ways with good quality and 
good taste’.  
A further aspect that has been evident from the interview is the issue of consumer and 
segmentation, Toms and awareness of CSR. In elaborating on consumer and the Toms 
brand, it becomes evident from the CSR manager Toms’ CSR awareness in the 
Danish market that even though the company communicate their CSR activities 
through Toms extra brand, on the company website through CSR report. However, 
when it comes to the issue of their CSR activities in Ghana and in general, it is only 
some segment of consumers who are aware of these issues and forms their buying 
decisions when it comes to brand of chocolate. The manager claims that ‘ for some 
consumers, CSR is not important. For the segment of consumers that are conscious 
about these things, many know about our work, not all’.  The manager went on further 
to explain that, ‘ it is the segment of moral and sustainable conscious of consumers 
who probably know that Toms are doing good things’. Toms Group according to the 
interview have carried out many studies on consumers segmentation and the outcome 
was that around 20% of consumers who know and are interested in what they are 
doing when it comes to CSR. 
Toms extra brand according to the interviewee is a specific brand, which is directly 
connected to the CSR activities of Toms, which aims at helping to improve the 
conditions of cocoa farmers. This is indicated as “it is a chocolate tablet made from 
cocoa that has been developed through tray fermentation project (using Toms extra 
brand dedicated to this project) is closely related to the quality and productivity of 
Toms, but with the beneficial side effects of improving the living condition and 
increasing the income for the farming families”. She (Toms’ CSR manager) goes on 
to explain that when consumers buy this kind of chocolate ‘on the packaging, there is 
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a QR code where you can scan this code and see what exactly the company doing in 
Ghana with regards to CSR in terms of how to improve the living conditions’. 
Utility analysis 
An online conjoint survey was created to better understand the average Danish 
chocolate consumer. The goal was to understand better the individual chocolate 
consumer and what issues of chocolate he/she prefers most. Therefore we aimed on 
consumers and their utility preferences. We argue that if we understand how 
consumers decide for cocoa products we could give better CSR and brand 
management recommendations to the brand owner of Toms.  
Conjoint analysis is a statistical technique used in market research to determine how 
consumers value attributes that make up an individual product or service. We applied 
LEET conjoint software to our analysis. We sent an online invitation to 50 consumers. 
We recorded 21 complete answers within 7 business days.  
In our conjoint design we have used five attributes: ‘brand’, ‘price’, ‘cocoa content’, 
‘child labor free’, and Fair trade’ (see appendix D - Questionnaire).  
The objective of conjoint analysis is to determine what combination of a number of 
attributes is most influential on individuals’ choice making.  
We have characterized the relative importance of each attribute. It considers how 
much difference each attribute could make in the total utility of a branded cocoa-
product (Coop, Lindt, Marabou, Ritter Sport, Toms). 
To our respondents, the data are shown in the below figure, the importance of brand is 
24.0 percent, the importance of cocoa percentage is 23.4 percent, the importance of 
price is 21.2 percent, the importance of child labor free is 18.9 percent, and the 
importance of Fair trade is 12.3 percent.  
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Figure 4.1:  Importance of attributes (made with LEET conjoint software) 
 
We found that the attribute ‘brand’ is the most important issue to consumers. The 
single attribute levels give more details. From the below table we can see that the part 
utility values at Marabou is .81 and Lindt is .41. Interestingly, respondents valued 
their individual utility at Marabou brand the most. The part utility of at the attribute 
Cocoa percentage is the highest at the 90% super dark. Respondents see a budget 
price of 7 DKK as offering the highest individual part utility. Respondents’ to the part 
utility value at the attribute child labor free is 1.3 and .6 for the label Fair trade.  
 
Table 4.1: Part utility values 
Attribute Brand: 
 A (Coop)  -1.01 
 B (Lindt)  .41 
 C (Marabou)  .81 
 D (Ritter Sport) -.31 
 E (Toms)  .10 
Attribute Cocoa percentage: 
 35% regular milk chocolate -.24 
 70% dark chocolate -.02 
 90% super dark .26 
Attribute Price:   
 7kr 1.07 
 30kr .01 
 45kr -1.45 
Attribute Child labor free:  
 Yes 1.3 
 No -1.3 
Attribute Labeld as Fairtrade:  
 Yes .6 
 No -.6 
 
Following the answers of our respondents, the perfect chocolate product has a 
branding from Marabou, is made of 90 % cocoa, sells at a budget price of 7 kr, is 
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child labor free, and labeled as Fair trade. The following figure demonstrates such a 
product. 
  
Figure 4.2: The cocoa product that offers the most value (source: www.marabou.dk) 
 
Visual	  analysis	  of	  qualitative	  data	  
We have applied a text-mining package in R (textminR) to our qualitative data. We 
used all of our qualitative data (12 interviews) with framers from Ghana.  
The analysis includes a visual analysis, embracing a frequency analysis and a tag 
cloud. Therefore we have saved our data in a single text file in txt-file format. After 
loaded our data into the text-mining tool we have removed numbers, capitalization, 
common words, punctuation, and unnecessary whitespace from our document. The 
following figure shows results from the word frequency analysis. The term “farm” 
was mentioned 127 times, “cocoa” 86 times, “kids” 83 times, and “farming” 68 times. 
 
 
Figure 4.3: Results of a word frequency analysis (own figure) 
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Respondents mentioned the most what and why they farm. Farming is seen as a tool 
to feed the own family. Cocoa farming addresses the family and it shows how farming 
helps to survive economical. Micro farmers maintain theirs farming fields responsibly 
and focus on sustainability (see appendix F: The journey of an average COCOA 
BEAN to market). Micro farmers work is ecological, mostly female driven, and it 
helps also the local society.  
We have used the results and the outcome of the word frequency analysis to create a 
word cloud. We found three areas, indicated by circles. The first area includes the 
terms “farm” and “cocoa”. Both expressions are related. Individuals put both 
expressions close together. A second area demonstrates a relation between the terms 
“farming”, “think”, “days” and “live”. Micro farmers think about farming and selling 
farm products to gain a family income. Most of the income is spent on food, farming 
tools, and to send children to school. The later is expressed at the third area.  It 
concentrates on the following words:  “kids”, “money”, and “family”.  
 
Figure 4.4: Word cloud (own figure) 
Micro farmers work to feed and educate their own children. It is their contribution to 
develop the local community. The farming activities strengthen community structures 
and helps the grow infrastructure.  
Discussion 
For Toms Group, economic responsibility is very fundamental. The company 
emphasizes on profitability and sustainability as essential component, which is very 
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much in line with Carrol’s CSR pyramid discussed in the theory chapter. For Toms 
Group, economic responsibility is very clear as from the interview conducted with the 
CSR manager, she subscribes to the fact that every business goal is to gain profit. As 
depicted in the pyramid of CSR, the economic responsibility is at the core on which 
the rest of the responsibilities are built on. It is through Toms’ economic 
responsibility to be as profitable as they can that they can help cocoa farmers in 
sustaining agriculture which will in turn guarantee Toms’ long term source of key raw 
materials for their chocolate manufacturing business. Thus more profit means the 
company can take more responsibility for the impact they have on their surrounding 
society where they operate especially where they source their raw materials.  
As Caroll argues, society has not only sanctioned business to operate according to the 
law (Caroll in Crane et al. 2008:63). What it means is that it is not only expected of 
businesses to pursue only their economic responsibility goals, but also to operate 
within the limit of the law. Toms Group emphasizes on the importance of operating 
with the law as seen in their CSR report 2014, and also corroborated by the CSR 
manager’s responses in the interview with her. The company has a fundamental 
principle on the issue of human right more specifically child labor that they adhere to 
in combating child labor. Toms has been working since 2006 to combat child labor in 
their supply chain (CSR report 2014). The company thus continues to integrate the 
UN Guiding principles on Business and Human Rights into its business. The Danish 
legal requirements also mandate Danish companies, including Toms, to report its CSR 
activities as part of its financial report. 
For Toms Group, it is not enough to subscribe to economic and legal responsibilities 
alone but also to ethical responsibilities. It can be deduced that, the company’s 
definition of CSR lies at the core of its ethical responsibility. They work towards 
sustainable development within the communities where they operate. Toms have been 
working with partners to work against child labor, make sustainable improvement for 
farmers and create traceability, innovation and good quality cocoa from Ghana where 
the majority of their cocoa comes from. Overall, Toms want to create livelihood as 
well as sustainable development. 
Toms make voluntary contribution to the various communities where they do their 
business. As a corporate citizen, Toms participate in voluntary and charitable 
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activities by providing boreholes to help provide clean drinking water as well as to 
enable children go to school instead of spending hours to fetch water from rivers and 
streams to be used at home. Toms also train farmers on good agricultural practices to 
farmers who supply them cocoa as well helping educate them (the farmers) on the 
implications of using their kids on their farms. That is negative effects of child labor. 
Toms also collaborate and work with IBIS (a Danish NGO that operate in Ghana) and 
other stakeholder groups. Toms and IBIS formed a partnership in 2007 to improve 
conditions in the cocoa producing communities in Ghana. The project has continued 
for more than 5 years and it has helped secured better education for the children, 
improving working conditions for cocoa farmers, and raising awareness about 
children’s rights and child labor. According to IBIS on it homepage, out of this 
partnership, “more than 80 cocoa producing communities will have been involved in 
the project by 2015; 330 untrained teachers have been supported to train to become 
professional teachers. As of December 2013, 665 educated teachers have been trained 
in new methods to improve students' understanding and results. Since 2013, 4800 
cocoa farmers are being trained in sustainable farming practices to get a better harvest 
while protecting the environment and securing good working conditions” 
(http://ibisghana.org/our-work/education-and-cocoa-production/ accessed 6/3-2016). 
Toms educational project such as the training of teachers to ensure quality education, 
improving infrastructure such as improving classroom block, traceability to improve 
their supply chain as well as improving the social welfare of the cocoa producing 
families is identified as a means of showing its intent to be a ‘good corporate citizen’. 
The company goes beyond compliance with the law and regulations and integrated 
child labor through its activities in the above mentioned projects. All these correspond 
with the ethical as well as philanthropic responsibilities of CSR. Thus in ethical and 
philanthropic nature, it is likely to be received well by consumers. Toms perceives 
child labor as an issue worth addressing since it has effect on its supply chain. 
However Toms is also acknowledging the fact that, due to cultural issues coupled 
with poverty, many children need to work in order to contribute to the family income 
as well as helping as a way towards the family. 
All these corporate activities according to Rendtorff  (2009) are directly linked with 
efforts to obtain a better public image in society or establish itself as a socially 
responsible company and thereby building its brand. Toms’ efforts in combatting 
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child labor in particular and its CSR activities in the cocoa growing areas of Ghana 
where its (the company) source the key ingredient for its chocolate manufacturing 
appear quite impressive and exemplary. On a whole, Toms Group basically fulfills the 
standards set by the pyramid. However, from the interview with the cocoa farmers, 
things are not that encouraging on the ground or from their perspective. There seems 
to be a clear disconnect between Toms’ efforts and the reality on the ground. The 
farmers do not adequately feel the positive effects of these efforts by Toms and for 
that matter other big chocolate companies that buy cocoa from them (farmers).  As 
seen in the interviews’ findings under the reality of the farmers, they all expressed 
their dissatisfaction with their general farming and living conditions. Most 
importantly, they opined that they do not get paid a fair price for their cocoa which 
seriously undermine their ability to earn enough money to enable them live decent 
lives, educate all their kids instead of one or two at a time, buy farming tools as well 
as fertilizers and pesticides, hire enough laborers to work on the farms and thus are 
compelled to rather use their kids (some of whom are as young as six years old) to 
help on the farms.  
As argued by Hoeffler &Keller in Loken et al. on branding and CSR, corporations 
behaving in socially responsible ways do not transgress the law. In the case of Toms, 
they comply with the laws and regulations by fulfilling its legal responsibility. 
Equally, corporations try to make a positive impact by voluntarily contributing to 
various social and environmental causes in this case subscribing to the ethical and 
philanthropic responsibilities. These initiatives the authors argued are thought to ‘ 
help build brand equity by enhancing brand awareness and image by creating a sense 
of community (Loken et al 2015:91).  
Toms’ CSR branding with regards to branding and CSR explained above, CSR 
activities for the purpose of building brands in relation to this report is mainly 
centered on the philanthropic initiatives by the company (Funds set aside for 
corporate/social community project). Toms Group, link ‘Toms extra’ which is a 
specific chocolate of the Toms brand, to its CSR initiatives in Ghana. As it can be 
deduced from the interview conducted with the Lene Hjorth (The CSR manager at 
Toms), this philanthropic initiative’s beneficial side effect is the improvement in the 
living condition and increasing the income for the farming families. Toms extra tell 
the story of what Toms is doing to help improve the conditions of cocoa farmers. 
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Thus this specific brand tells a story of the challenges facing the average farmer and 
how Toms is helping alleviating the condition through its CSR activities. As argued 
by Loken et al, when a company ties its philanthropic activities or CSR activities to 
support a certain cause in this case making farmers living conditions better off as well 
as combating child labor on cocoa the voluntary nature of these activities they argued 
‘paves the way for brand- building purposes’. Companies hope that consumers will 
take these activities at face value and attribute positive characteristics to the company 
resulting in favorable evaluations, acquisition of new customers, and increased loyalty 
(Loken et al 2015.92).  
In the theoretical framework of brand consumer theory, it has been explained that 
brand awareness begins by allowing the consumer acquire knowledge regarding the 
brand, due to the fact that it possess' a comprehensive influence on consumer's brand 
alternative. It is argued that, in order for companies to obtain a strong brand identity, 
they need to incorporate brand awareness because brand awareness has the ability to 
influence brand preference amidst the listed brands within the conscious of the 
consumer brand attitude that forms associations ensure that consumers hold strong 
and favorable associations of the brand in their minds leading to brand image and 
brand loyalty. However, following the answers the respondents of the survey 
conducted, figure 4.1 portrays the number of respondents (Non Toms consumers) who 
were aware of Marabou chocolate as a brand namely the majority, which is 24.0%. 
This signifies that, chocolate brands such as Marabou has strong brand awareness in 
comparison with Coop, Lindt, Ritter Sport as well as Toms. One of the reasons why 
non-Toms consumers have listed marabou as their choice of preference may be due to 
attribute such as content (cocoa percentage) quality and taste, reasonable prices which 
is 7kr, fair trade as child labor free. Thus, the level of awareness for Toms brand was 
low as compared to Marabou. As Aaker argues, ‘ brand awareness refers to how 
strong a brand is present in the minds of consumers’. A total of 24.0% were able to 
recall the brand name by remembering among the various brands. Given the results of 
the figure 4.1, one interpretation of why a greater part of the respondents were 
selecting Marabou instead of Toms as their choice of preference, could also be the 
reason that, according to the interview given by Lene Hjorth that for Toms, the 
segment of consumers that are conscious of what Toms is doing are those above 
around 40 years and more. So by looking at the chocolate consumers on the graph 
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variable age, it could be seen that, 19% of respondents were within that age as 
compared to 38.1% who are between 25-29 years. 
As was stated in the consumer brand theory, when brand awareness is ensured, it 
leads to the increment of brand association and consumer judgment. In addition, 
brand association consists of all brand thoughts, feelings, perception, images, 
experiences, beliefs, attitude, and anything linked to memory. This basically 
represents the consumer’s actions and behavior when determining or which 
determines their brand choice. Over time, strong and favorable associations are built 
and attitudes are formed. As the consumer builds a strong positive attitude towards 
the brand, brand image which is basically a perception of a brand held in the memory 
also creates a positive brand image and with positive brand image, key preferences 
and loyalty of consumers for the brand results.  
 Accordingly, Toms Group should take into consideration to build stronger brand by 
making the consumers more aware of the brand, which is done through brand 
engagement. The will create a positive brand image or attitude in the consumers, and 
in this way, they will keep purchasing the products of the brand as well as 
recommending the brand to acquaintances thereby enhancing the awareness of the 
brand. Brand loyal consumers are usually reluctant to switch to other brands as 
explained in the theory. And this illuminates the difficulties of altering consumers’ 
brand preference since they have a high degree of bonding with the brand and thus the 
issue in creating brand loyalty towards Marabou. 
As argued by Loken et al. consumer awareness of a company’s CSR activities is a 
prerequisite for CSR to have any influence on brand-related outcomes (Loken eta l. 
2015:94).  
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5.	  Conclusions	  	  
In this thesis we have questioned whether a fit between CSR and brand management 
is critical in order to succeed on the branded chocolate market. The initial encounter 
to this phenomenon was than most of the Western companies use CSR when 
communicating to customers. The thesis found its way from a specific and real life 
case of brand and CSR collaboration. The character of the thesis is that one of a 
mixed nature, making use of theory and real life cases. The study is of the view that, 
that the findings within the perspective of CSR and brand marketing are of great value 
in everyday live, to chocolate consumers, chocolate manufacturers, and farmers.  
The analysis of the interviews with cocoa farmers shows a clear need of transparent 
CSR issues in the way in how cocoa trading companies source raw cocoa. This is 
visible in the language that cocoa farmer use. Applied CSR issues could help to raise 
awareness of Western customers to issues of how cocoa is farmed, harvested, sold, 
and distributed. 
The analysis of the interview with a manager from Toms shows that Toms, from a 
brand and CSR perspective, knows what and how to signal CSR and brand content. 
The company has established its own CSR program. It is communicated in their web 
pages and annual report. Again, it is also clear that Toms as brand owner of many 
chocolate brands developed its own brand meaning and application of selected CSR 
themes. CSR confronts with situations linked to Africa, education, and a better future 
for children. Its nature seems to be more of a promotional tool to assist sales. 
Chocolate product packaging communicates CSR themes only by using labels such as 
the ‘Fair trade’ label. The company makes investments in CSR activities by including 
philanthropic responsibility that contributes to the cocoa farming communities’ 
improve quality of life as well as their productivity. Philanthropic activities are 
connected to building brand awareness and image including feelings and credibility 
towards a brand, which has effect on consumer loyalty. The simple practice of 
philanthropic responsibility provides favorable consumer attitudes compared to 
organization that has no philanthropic activities. 
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The analysis of the explorative survey with Danish consumers shows that CSR issues, 
the product’s child labor freeness and issues of Fair trade, play a secondary role. The 
brand name and price determine consumer’s demand. Consumers define value by the 
brand and price. CSR themes are less important. This is visible in the utility and 
preference levels of respondents. From the research we can learn that consumers 
prioritize the brand. Another important issue in consumer’s preferences is the quantity 
of cocoa. Both are drivers of how consumers make their decision when looking for 
chocolate.  
The big picture is clear, meaning that the market follows the classical sales drivers – 
price and product content. From a consumer’s perspective it is clear that the Toms, as 
a branded chocolate product, is not positioned as a sustainable and Fair trade 
chocolate product on the Danish market. Consumers know about CSR themes, but it 
is not important when making a buying decision.   
For example: Toms Ekstra is a brand that is made from tray-fermented cocoa which is 
directly linked to Toms’ CSR initiatives with a QR code where consumers can scan 
and see the various philanthropic activities Toms is doing in helping to improve the 
working conditions of cocoa farmers. By doing this, Toms tries to create consumer 
awareness of its CSR activities that is a basic prerequisite for CSR to have any 
influence on brand- related outcomes. Toms provides by its CSR activities farm 
training of agricultural and environmental practices to the farmers.  
Therefore, the study conclude that Toms make use of a CSR driven brand 
communication strategy. Toms’ approach to deal with child labor is primarily focused 
on providing better access to education in the cocoa farming community. Toms 
program has been investing in CSR. Toms as a company wants to help to improve the 
living conditions of African cocoa farmers when building and maintaining its brand 
on that Western market. However, as discussed in the analysis, the positive effects of 
Toms’ CSR activities on the African farmers have been little.  
Toms believes to do a lot to improve the lives of the cocoa-growing farmers. On the 
other hand, the farmers made it clear that African cocoa farmers do not get what is 
needed, and they do not get the help what is needed to master their daily life on a 
solid ground. The most claimed issue by African farmers was the issue of being paid 
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too little for the cocoa beans.  This results in their helplessness to afford basic needs 
and unable to educate all of the children.  
The point is, that most of Toms’ investment for the African farmers and the related 
community does not reach them. 
Recommendations 
Toms should position the brand ‘Toms’ in the mind of a consumer by communicating 
CSR themes, here to build a better world and to give African children a better future 
by providing the fundamental level of education, to build positive CSR related brand 
product associations. All of Toms brand communication should reflect on that CSR is 
not just an add-on to brand marketing. CSR is a management tool. It communicates 
business principles. What would that mean in terms of the chocolate brand ‘Toms’? 
We have worked out three recommendations:  
1. Building brand awareness by communicating CSR themes on chocolate product 
packing to Danish consumers. For instance, having a ‘Fair trade’ logo, for example, 
on the products’ packaging will go a long way in making the Danish consumers 
become aware of Toms’ CSR activities and also assure them that the cocoa farmers 
are getting fair prices for their cocoa beans.      
2. Raising the needs of African children related to basic education. This is important 
because access to education by these will make them break free from the poverty 
cycle and rather become more productive by having the ability to acquire better 
farming practices and other skills.   
3. Educating the average Danish consumer in terms of sustainability, equality and 
issues of Fair trade. This is important because, when the Danish consumer is properly 
informed about such issues, they will understand that buying Toms’ products will not 
only be about buying chocolate but supporting a worthy cause as well.    
What are the benefits of applying CSR and brand marketing? The key within the 
cocoa perspective is to ‘surprise’ the Western chocolate consumer by actions that 
induce the need for initiatives to children of hard working African cocoa farmers. The 
brand consumers think they know the brand ‘Toms’ and they know everything about 
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cocoa growing. Taking an unexpected action on education consumers will help them 
to reconsider their perceptions, the brand narrative about the branded product ‘Toms’. 
It means that the potential consumer spend time and resources on thinking about the 
branded product ‘Toms’. It could also mean that consumers discuss ‘Toms’ with their 
social surrounding and or with their friends. The benefit of the perspective of Toms’ 
complex brand narrative is the creation of involvement. This perspective has the 
potential to bring new and sustained life to the branded product and keep it interesting 
for conversation and continued buying episodes.  
On the whole, the study conclude that if strong consumer awareness of Toms’ CSR is 
implemented properly, it can lead to effectively helping solve some the serious 
problems confronting the cocoa farmers and their communities in Ghana and West 
Africa in general and at the same time building strong brand association and 
enhancing their brand image which establishes brand trust and ultimately improved 
bottom line. Thus a ‘win-win’ for everyone. A strategic brand building can use CSR 
to positively affect brand identity. A brand trust has a strong relation with satisfying 
individual consumer needs and consumer satisfaction and in particular, can influence 
brand attractiveness. 
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APPENDIXES	  	  
Appendix	   A:	   	   Interview	  with	   Lene	   Hjorth	   Lorenzen,	   which	   took	   place	   on	  
24th	  of	  September	  2015	  at	  09.30	   
	  Interviewer:  Could you start by introducing yourself and your company?	  
Interviewee: Yes my name is Lene Hjort Lorenzen.  I am the head of CSR at Toms 
Group. We are a confectionary company with several both domestic and international 
brands. We make both chocolate and sugar confectionary. 
Interviewer: All right thank you. Let me go the next question.  There are several 
definitions of CSR; I would like to know exactly how Toms define CSR? 
Interviewer: we define it as taking responsibility for the impact that that we have on 
the surrounding society and we with consideration to negative and positive impact. 
Interviewer:  Why is Toms as a company decided to engage in CSR activities? 
Interviewee: There are several reasons. The first is actually goes all the way back to 
2006. At the time there was international reports of child labor in the cocoa sector. 
Somebody had reported and of course some Journalist were interested in how we 
related to that. And at that time we had just got a new CEO and at that time we bought 
our cocoa from the harbor in Ghana.  We have been buying from Ghana for many 
years but then at the time we did not know the conditions under which cocoa was 
produced so we could not really answer questions very well so at that point we 
decided to engage ourselves in CSR and in 2006, we also became a signatory to the 
UN Compact.  I think in 2009, there also became some Danish legal requirements to 
report in the financial report of each company so we do both because we saw there 
was issue but also because there are some regulations we have to follow. 
 Interviewer: What challenges could Toms have had if they had decided not 
implement CSR in their scheme of business?  	  Interviewee:	  Clearly, when having a supply chain (cocoa) with a high risk of child 
labor, we	  would have, rightly so, been accused of not taking action or engaging 
ourselves in combating the problem and finding solutions. In general, many chocolate 
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companies have long-term goals of sustainable cocoa	  sourcing. If we did not engage 
as we have, we would lose credibility. 	  Every business’s goal is to gain profit, so we 
guess none of the businesses would apply any policy that may harm its profits.  
Interviewer: What were the difficulties you faced any when implanting CSR policies? 
Have you faced some challenges when implementing CSR? 
Interviewee: Actually surprisingly few, I think everybody was a little anxious about 
having projects in Ghana but we have a very good partner in Ghana, a trader ….. and 
also we work with a Danish NGO called IBIS and the collaboration has been good 
and  we have more or less implemented what we  have wanted to implement but of 
course there are other CSR issues we have been working on reducing  our impact on 
the environment. 
Interviewer: With regards to sustainability isn’t it? 
Interviewee: I would like to know from you if engaging in CSR has had any impact 
on the company’s sales volume or profit? 
Interviewer: Its actually difficult to measure but I can tell you the fact that we have 
engaged ourselves has been an advantage when there	  have been very strong negative 
press about child labor because when criticized, we were able to tell about all the 
things that we were doing already and I actually the first time there was a negative 
documentary, I asked a few months later the Director of sales if there has been any 
reduction of sale, that’s is a little difficult I mean you have to know how it would 
been without documentary. We cannot document that CSR directly has contributed to 
sales volume. However, when in 2010 there was a negative documentary on cocoa 
and chocolate companies, our sales did not fall as a consequence of that.  
Even though there was no was negative impact but err its important for the employees 
knowing that we are these things and its also always mentioned when we recruit new 
people. The last thing is we have actually a relatively new brand called Toms extra. It 
is a chocolate tablet made from cocoa that has been developed err we have 
implemented a new fermentation method that makes something better cocoa and 
improve working conditions for the farmers.  And when you buy this, inside of the 
packaging, you can see some text about what we are doing in Ghana. We have also 
QR code where you can scan and but we have some commercial activities also. 
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Interviewer: Do you believe CSR is the best long -term marketing strategy for Toms? 
Interviewee:  Well I believe it is supporting the business. It is not the only thing you 
should do because you have to endorse your brand in many ways with a good quality 
and good taste. Maybe the needs of the consumers in other aspects also. There is no 
doubt that the consumers will have increasing focus on the sustainability of products, 
the ethics around their production etc. CSR has also considered a positive element by 
employees and job seeking candidates for Toms.  Furthermore, Toms as a company 
will rise in image when being known as a responsible company.  
Interviewer: Talking of brands, does investing in CSR leads to a better brand image of 
Toms? 
Interviewee:  I think it can be a precondition to a good brand but you cannot rely on it. 
Also, the fact that you with CSR sort of give you the license to be there on the market 
and retail customers they are interested in the fact that we are doing these things for 
example from a point of view, they have no reason to but of brands composed of 
many elements…… 
Interviewer:  When you talk of brands, what is Toms brand image? 
Interviewer: There is certainly taste and credibility and you know when you buy this 
you get a report. I think at least for Danes, of course we sell to other markets. For 
Danes, you grew up with Toms brand, with you a degree of recognition. 
Interviewer: How does engaging in CSR activities contribute to Toms brand image? 
Interviewee:  It does like I said before it is a precondition for not all that brand I mean 
we have Toms Extra where we sort of tell the story of all the things that we are doing 
in Ghana.  Not all the brand ends with a story. But it still good for the customer or 
consumer to know that when you are making Anthon Berg or … and you know that 
you have taken care of and operating under sustainable conditions. 
Interviewer: How do you see CSR lets say 10 years from now? 
Interviewee:  Yes well I think it is going to become more and more important on the 
way we treat our planet. I think there is going to be more and more awareness and I 
think there will be a time where the things that we are doing for instance Toms 
expected from everybody.  
Interviewer: How do you balance your CSR activities and the company’s profit? 
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Interviewee: well, the first thing is, most of the project we have had, we have matched 
/met? Our own funds with external funds from mostly Danida. That means for 
instance I the current project, we have funds from Toms, funds from COOP (Danish 
retail) and we also sort of pay premium for each bag of cocoa to something called 
source trust and this amount of combined funds, you can take this money and apply to 
Danida and say you want to do this project and then they say ok we think it’s a good 
idea and then they will give you the same amount we say we have ourselves, so they 
double the budget for us. That is very normal.  Another thing is when we design our 
project, it is very important for us to include projects that have had strong impact, so 
you just sort of thinking of impact return on investment and which activity should we 
choose in order to get the best improvement for farmers productivity or best reduction 
or the most reduction on child labor and so on. So we try to optimize to get the most 
out of the money that we spent.  
Interviewer: But err do you think there is some sort of customer awareness of your 
CSR profile? What projects you have been doing in Ghana 
Interviewee:  I think most consumers do not know. There is segment of moral and 
sustainability conscious of consumers who probably know that Toms are doing good 
things but they do not know specifically what they are and maybe not even if they are 
taking place in Ghana. But you should also consider, we make many studies on 
consumers, but they are segmented. Some groups care the least, where the products 
come from and even how they are produced.  But others are into organic and the 
people who are into sustainability segment, we measured and they are not more that 
20% so it is not all consumers who know because they might be also interested. 
Interviewer:  How do you combat child labor? 
Interviewee: It has actually been important for us not to say that children should not 
go the farm but Ibis the NGO we have been working with are also very aware and 
clear about it. The intension is not to remove children completely because there are a 
lot of learning as you said cultural issues surrounding going to the farm so there is a 
definition of child labor that is actually mostly 99% we call it the worst form of child 
labor.  So they are using shady, chemicals, carrying heavy loads, working during the 
night in too many hours. So there is a definition Ghana Authorities have also been 
part of defining it so we are using that definition. And also a part of that definition is 
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children can work on the farm and therefore and can go to school. So we work on 
several levels. We trained teachers in the communities where we buy our cocoa from 
because the teachers have not been trained or lack of teachers so the parents think 
there is no use in going to school because they do not learn anything.  But now the 
schools are much better because the teachers are also we have established child 
protection community in each community and these communities have the prospect of 
making action plan for their community that is why we like that because we in 
Denmark here cannot tell them what they specifically should do. Each community 
identify where they need to improve for example their classroom etc. Then we also a s 
part of agricultural training, there is a module on what child labor is, children’s right 
so these are the things that we basically do. We have traceability too so we know 
exactly where it comes from. The traceability enables us to work specifically. 
A 2 (Second part of the interview) with Lene Hjort Lorenzen- CSR Manager at 
Toms Group via email on 14th of February 2015 
 
 Interviewer: How do you communicate your CSR activities to help the Danish 
consumer understand your values? 
Interviewee: We communicate on our website, in our UN Global Compact report, 
through our Toms Ekstra brand and are starting to share on LinkedIn posts. 
 Interviewer: How does consumers perception about your CSR activities induces 
positive awareness/association with your products? 
Interviewee: We have not measured this in depth. We know that some consumers are 
aware of our work through media. 
Interviewer: Do you think Toms’ CSR activities influence the purchase behavior of 
consumers? If yes, how? 
Interviewee: For some consumers, CSR is not important. For the segment of 
consumers that are conscious about these things, many know a little about our work, 
not all. 
Interviewer: Is the Danish consumer willing to pay a premium price for Toms brand 
due to its CSR activities? 
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Interviewee: No, many studies show that this is the actual consumer behavior. 
Consumers might state willingness when asked, but not in the supermarket 
Interviewer: Do you see CSR as one of the tools in building brand loyalty or loyalty 
in the competitive market? Please explain. 
Interviewee: Yes, for the segment of consumers that is interested in 
ethics/sustainability 
Interviewer: Do you consider Toms’ CSR activities a separate entity or part of the 
Toms brand? 
Interviewee: Please keep in mind that Toms as a company has a number of brands. 
We do not link our CSR to branding of the individual brands, apart from Toms Ekstra. 
We consider it a corporate matter. 
Interviewer: Do you think the Danish consumer consider your CSR 
activities/practices as trustworthy? 
Interviewee: We find in general that consumers trust our brands and that we are a 
trustworthy company. Some conscious consumers prefer that there is a logo from 
Fair-Trade, Rainforest Alliance or other on the packaging to trust a product even 
though Toms do not have Fair trade and other logos on the packaging.  
Interviewer: Do you think the Danish consumer is aware of your CSR activities and 
that Toms is legitimately helping a cause such as combatting of child labor in farming 
communities in Ghana? 
Interviewee: Many are not aware, I am afraid 
Interviewer: How effective is Toms’ efforts in combatting child labor on cocoa farms 
in Ghana? Any tangible results? 
Interviewee: Yes, we have just received figures that show that child labor has been 
reduced by 80% in the communities that we work in. 
Interviewer: What does Toms want its customers to associate its products with? 
Interviewee: Quality, good taste, responsible choice 
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Appendix	  C: Interview questions for cocoa farmers in Ghana 
 
1. Name 
2. Village 
3. Farm size 
4. How long have you been farming? 
5. How do you go the farm? (by foot, by car, bicycle?) 
6. If by foot, how many miles or kilometers do you walk? 
7. How many hours do you work on the farm everyday? 
8. Where do you live? e.g. on cocoa farm or the village? 
9. Do you have any other source of income besides farming? 
10. How much do you think the government should pay for a bag of your cocoa? 
11. Do you have family (I mean kids? how many?) 
12. Tell me a bit about your family  
13. Do your kids go to school? 
14.  How do they play or do they have the chance to play outside? 
15. Do you use your kids on the farm as well or do your kids go to the farm with 
you? 
16. What exactly do they do on the farm? 
17.  What do you think is the right age for kids to go to work with you? 
18. What do you see in the future of your kids? 
19. How do you feel about it? 
20. What would like your children to do in the future? 
21. How much money do you use to feed your family for a week, month? 
22. How do you use the money you earn on cocoa farming? 
23. Are you farming because of money or the desire of it? (you do it as a way of 
life? 
24.  Tell me about your workday. How is it like? 
25.  How was your childhood days compared to today? 
26. How was your grandmothers or fathers days compared to today? 
27.  What makes cocoa farming interesting to you? 
28. What do you know about the European people? 
29.  What do you think is the European family look like? 
30.  What brand of chocolate do you know? Can you name one brand you know? 
31.  Have you ever tasted chocolate before? 
32. How much do you think is the price of a chocolate bar in Europe is? 
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Appendix	  D: Conjoint survey (LEET conjoint: www.leetconjoint.de) 
 
 
Questions: 
1 
 
What is your age? 
2 What is your sex? 
3 Are you... single, married, in a partnership 
4 Do you have children? 
5 What is your household income before tax in Danish kroner? 
6 What is your cultural background? 
7 When you think about chocolate under the 'FAIRTRADE' label: What do you expect 
as a 'FAIR' level of cocoa? 
8 How often do you buy chocolate products? 
9 How much do you spend on chocolate products on average per month? 
10 Are you an expert in cocoa farming? Do you know where cocoa comes from? What 
do you think? 
11 What chocolate brand have you bought recently? 
12 Which of the following products can one buy under the FAIRTRADE label? (multi 
selection) 
13 How important is it to you to buy cocoa products that are labeled 'Fairtrade'? 
14 To what extent do you think is 'child labor' in cocoa products acceptable? 
 
And 15 questions made from 5 attributes. 
Attribute Brand: 
 A (Coop) 
 B (Lindt) 
 C (Marabou) 
 D (Ritter Sport) 
 E (Toms) 
Attribute Cocoa percentage: 
 35% regular milk chocolate 
 70% dark chocolate 
 90% super dark 
Attribute Price:   
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 7kr 
 30kr 
 45kr 
Attribute Child labor free:  
 Yes 
 No 
Attribute Labeled as Fairtrade:  
 Yes 
 No 
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 Appendix	  E	  
 
Toms skjuler sandheden  
 
Misinformation: Chokoladegiganten skriver, at de næsten 
kun bruger sporbare kakaobønner fra Ghana, men det 
passer ikke 
af Miki Mistrati Mads Lauritsen Steen Larsen  
  Ekstra	  Bladet 17.03.2010 
Side 8 | 340 ord 
Artikel-id: e1ed2a43 
  
Original	  artikel	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Ikke spor sporbare 
Men hermed stopper Toms langtfra deres skønmaleri 
over for de danske forbrugere.  
Koncernen skriver også, at Toms har som noget 
særligt alligevel sporbarhed på samtlige 
kakaobønner', og at koncernen betaler en merpris, 
som går til sociale formål i de landsbyer hvor 
bønnerne kommer fra. 
Men ingen af de 1600 ton kakaobønner fra 
Elfenbenskysten, som havner i Toms produkter, er 
på nogen måder sporbare, og derfor aner koncernen 
intet	  om, hvilke forhold der hersker på plantagerne.	  
 
Tag stilling -det gør 	  
 
Ekstra Bladet har dokumenteret, hvordan små, 
vestafrikanske børn bliver udsat for trafficking og 
ender som slavebørn i kakao-industrien.  
Nu afkræver vi chokolade-producenterne et håndfast 
løfte. 
Industrien skal give os forbrugere en garanti for, at 
deres chokolade-produkter i fremtiden bliver 
produceret uden brug af børneslaver.  
Vil du bakke op om vores krav, så giv os din stemme 
på ekstrabladet.dk/chokolade. 
Vil du kræve garanti for, at der ikke bruges 
børneslaver til fremstilling af dansk chokolade?	  
Danske børn har elsket Toms chokolade i 
generationer.  
Toms gør da også et stort nummer ud af, at selskabet 
har investeret masser af penge for at sikre velfærden 
for de børn, der arbejder i chokoladeplantagerne i 
Ghana. 
 
Rosenrødt skønmaleri 
98 procent af de kakaobønner, der anvendes i Guld 
Barre, Yankee Bar og andre af Toms produkter, 
kommer ifølge koncernens egen hjemmeside fra 
Ghana. Så alt ser jo ud til at være i den skønneste 
orden.  
Det er det bare ikke.  
For Toms tegner et billede, der er så rosenrødt, at det 
ikke kan betegnes som andet end misinformation. 
Omkring en fjerdedel af de bønner, som Toms bruger i 
deres produkter, stammer fra Elfenbenskysten, hvor 
Ekstra Bladet og DR har afsløret trafficking af børn fra 
nabolandene til en række plantager.  
Alt i alt får Toms 1600 ton kakaobønner fra 
Elfenbenskysten via det kak osmør, som er 
nødvendigt i produktionen.  
Tallene har Toms selv oplyst til Ekstra Bladet, og de 
står i skarp kontrast til de oplysninger som chokolade-
glade danskere kan finde på koncernens hjemmeside 
om børnearbejde. Her står der direkte: 
'Ca. 98 % af de indkøbte kakaobønner kommer fra 
Ghana.' 
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Appendix	  F: The journey of an average COCOA BEAN to market 
(Source: All pictures are taken from www.zdf.de) 
Most of the world’s chocolate comes from Africa. Ghana and the Ivory Coast are big 
players in the cocoa-farming business. Besides fairtrade rice, bananas, and cotton, 
fairtrade cocoa and cocoa products get more attention in recent years.  
 
Many cocoa farmers are very small family owned farms, so called micro farms. Such 
farms exist to feed the farmer’s family. Some farmers sleep near their farming field, 
some are commuting from their homes in a village to the cocoa field and back. Most 
farmers own very small and basic wooden houses. 
 
Usually the place where the cocoa bean is planted looks like this:  
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The cocoa tree can grow up to 10 meters in heights, but that would be difficult to 
maintain. Framers cut down the trees to under 5 meters. Cocoa trees also need 
shadow. Therefore cocoa farmers maintain coffee trees and other tall plants to support 
the cocoa tree. By the time the cocoa tree is ready to be harvested the single cocoa 
fruit is usually hand-harvested. In most cases women are in front when the cocoa 
season starts. Harvesters have long and sharp knives to cut off the fruits.  
 
The best cocoa quality one could get is offered by brown, yellow and red fruits.  
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Usually the family, including children of young age, work together processing 
matured fruits. It is also a social act when all members of a tribe collect and process 
fruits. In contrast, there are many single farmers planting, processing, and selling 
fruits as a so called “micro” farm; just a single person farming cocoa plants to earn 
money to feed his/her children and cattle.  
 
Beans are collaboratively collected in bottles. Workers sit on the ground, usually 
covered from a cooling shadow, pulling the beans in their bottle.  
	   70	  
 
A large wooden box, walled with banana leafs is prepared for the fermentation 
process. Actually, fermentation is needed to produce and complete the cocoa bean. 
Without fermentation there would be no chocolate as the modern society requires.  
 
The beans are covered with more leafs and stay on in the box for a couple of days. All 
the liquid goes away. The process heats up to 50 Celsius degree.  
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Fermentation requires experienced cocoa farmers. It determines most of the taste and 
quality of the completed cocoa bean.  The following figure illustrates dry and ready to 
go cocoa beans. Beans are filled into bags and carried to buying center.  
 
Local traders cash farmers; sometimes things go lucky for the single farmer, 
sometimes they are paid too little.  
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Paperwork is settled on the spot. Most of the equipment is outdated, in bad shape, and 
discounts the value of single farmer’s hard work.  
 
As shown in the figure, such a bag can easily weight up to 50 kilogram and brings 
500 West-African Francs per kilo. Farmers can get about 90 Euro per bag.  
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When the weighing and paperwork is done, the farmer is paid.  
 
There are no bank transfers. Farmers are paid cash into their hands. Regional traders 
pick up cocoa bags on their regular routes.  
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International buyers and cocoa traders look at the cocoa in warehouses. Then the 
beans are shipped to the new owner.   
 
The cocoa farmer returns to his/her village, perhaps doing groceries at one of the main 
shopping roads.  
 
At the local store, customers can shop chocolate drops, bars and other forms of 
chocolate. However, mostly from international brands, such as Cadbury and Nestle.  
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Generally, the life of cocoa farmers is not easy. It is a basic and challenging life to 
feed children and take care of the household. Plenty of families live at basic 
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circumstances, cooking on open fire and preparing food using self-manufactured 
cooking tools. 
 
 
Every small cocoa bean helps the farmer’s family to master their daily live. We think 
that every person who loves chocolate should know where the little cocoa beans come 
from. It is about to make a better world for every single consumer who really loves 
chocolate and chocolate products. 
